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PENGARUH SOCIAL MEDIA MARKETING TERHADAP 
CUSTOMER ENGAGEMENT (SURVEI PADA FOLLOWERS 
INSTAGRAM @CINEMA.21 SELAMA COVID-19) 
ABSTRAK 
Oleh: Ramadhan Maulana Putera 
 
Wabah virus Covid-19 telah mengakibatkan dampak yang cukup besar bagi 
sejumlah perusahaan, salah satunya adalah Cinema XXI yang merupakan jaringan 
bioskop terbesar di Indonesia dan terpaksa harus menutup sementara jam 
operasionalnya. Melihat situasi tersebut, Cinema XXI tetap ingin menjalin 
hubungan keterlibatan dengan pelanggannya melalui aktivitas pemasaran di media 
sosial pada akun Instagram @Cinema.21. Oleh karena itu, penelitian ini ingin 
mengetahui apakah ada pengaruh dari social media marketing terhadap customer 
engagement pada followers Instagram @Cinema.21 selama Covid-19 dan seberapa 
besar pengaruhnya tersebut. Pendekatan penelitian yang digunakan adalah 
pendekatan kuantitatif bersifat eksplanatif dan teknik penarikan secara purposive 
sampling. Kuesioner penelitian disebarkan kepada 400 responden yang diolah 
datanya dengan menggunakan SPSS versi 24. Hasil penelitian menunjukkan bahwa 
terdapat pengaruh antara variabel social media marketing (X) terhadap variabel 
customer engagement (Y) dengan besar persentase sebanyak 43,2% dan sisanya 
56,8% dipengaruhi oleh faktor lain yang tidak disebutkan dalam penelitian ini. 
Selain itu, dimensi read yang memiliki pengaruh cukup signifikan sebesar 32,5% 
terhadap customer engagament. 
Kata Kunci: Covid-19, Cinema XXI, Pemasaran Media Sosial, Instagram 
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THE INFLUENCE OF SOCIAL MEDIA MARKETING ON 
CUSTOMER ENGAGEMENT (SURVEY ON INSTAGRAM 
FOLLOWERS @CINEMA.21 DURING COVID-19) 
ABSTRACT 
By: Ramadhan Maulana Putera 
 
 The Covid-19 virus outbreak has had a significant impact on a number of 
companies, one of them are Cinema XXI which is the largest cinema's network in 
Indonesia and was forced to temporarily close their operational hours. Seeing this 
situation, Cinema XXI still wants to establish a relationship of engagement with 
their customers through marketing activities on social media Instagram account 
@Cinema. 21. Therefore, this study wants to find out whether there is an effect of 
social media marketing on customer engagement on Instagram @Cinema.21 
followers during Covid-19 and how much influence it has. The research approach 
used is an explanative quantitative approach and the pulling technique is purposive 
sampling. The research questionnaire was distributed to 400 respondents whose 
data were processed using SPSS version 24. The results showed that there was an 
influence between the social media marketing variable (X) on the customer 
engagement variable (Y) with a large percentage of 43.2% and the remaining 
56.8%. influenced by other factors not mentioned in this study. In addition, the 
reading dimension has a significant effect of 32.5% on customer engagement.  
 
Keywords: Covid-19, Cinema XXI, Social Media Marketing, Instagram 
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